Abstract--Banking business competition is so tight, in terms of offering banking products. In the competition, there is always many challenges and an opportunities. Banking business included in service operations, thus each bank trying to service its services to provide satisfaction to its customers and to attract new customers, not least for ABC Bank. Research on the quality of service at ABC Bank, applying SERVQUAL introduced by Parasuraman, by making adjustments to the instrument. To sharpen the analysis used the t-test and Important Performance Analysis (IPA). Respondents in this study were 370 people, which are customers of the bank. The results of this study showed, from 24 variables of service quality, there are 12 variables have not meet customer expectations, 3 variables already meets the expectations and 9 variables are in accordance with customer expectations. In addition, from the IPA, there are 6 variables showed as high priority, 8 variables as retained, 7 variables with low priority and 3 variables that have been excessive. Conclusions from the analysis of the two methods produce indicators that have not met the expectations there are 13 indicators, which has been as expected there were 8 indicators and which meet the expectations there were 3 indicators. Thus the Bank management should improve the 13 indicators of service quality, maintain eight indicators that have been as expected and also maintains three indicators that meet quality expectations.
I. INTRODUCTION
The service sector is considered to be the most dynamic and innovative component of a functioning market economy, becoming the last decades the main "engine of growth" of developed economies. One of the service sector is the Bank. Competition between banks in Indonesia is very high, with a lot of banks in Indonesia.
With existence of financial liberalization has led to intense competitive pressures and private banks dealing in retail banking are consequently directing their strategies towards increasing service quality level which fosters customer satisfaction and loyalty through improved service quality [1] .
Private Banks dealing in retail banking Industry is consequently put into lot of pressures due towards increase in global competition. Various strategies are formulated to retain the customer and the key of it is to increase the service quality level. Typically, customers perceive very little difference in the banking products offered by private banks dealing in services as any new offering is quickly matched by competitors. Parasuraman [2] and Zeithaml [3] noted that the key strategy for the success and survival of any business institution is the deliverance of quality services to customers in facing those challenges and opportunities for business development.
Undoubtedly, in the beginning of this century customer satisfaction defines very clearly the meaning and significance of today's real economic activities. In this sense, extensive production and consumption of products and services is not the sole purpose of economic activities today, the main purpose of companies. From a certain perspective, the main purpose of companies is to "sell" products or services, respectively to produce and deliver those products or services that meet in a very high degree requirements and needs of consumers or users [4] . Thus, the importance of customer satisfaction, in general, consists in recognizing the mode and the way in which organizations generate and create "pleasure" so in the consumers of products or services and among suppliers of such services or products.
Numerous studies have shown the importance of customer satisfaction for these organizations by highlighting the link between customer satisfaction and financial results, customer satisfaction and maintaining or attracting customers. Concerning the role of customer satisfaction, this can play many roles for an organization, whether private or public. As an overview and synthesis, customer satisfaction can affect many organizational processes, being used as a tool in many areas posed by an organization. The way to deliver customer satisfaction is to provide quality service. This paper will discuss how to evaluate the quality of service at ABC private bank in Jakarta in facing the challenges and opportunities, use the servqual principles and diagrams Important Performance Analysis.
II. REVIEW OF LITERATURE
Service is part of the operating system. Input of service may consist of buildings, spaces, equipment, decorations, and
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other physical facilities that support. Another part of the input are employees and managers, machineries, equipments, and abilities. All of the physical form called tangibles. Managers and employees provide services in a way that is timely and fulfill what was promised, done quickly responsive, reliable, do not give rise to doubts and done with empathy, resulting in the output quality of service and giving effect to customer satisfaction. All of that are the operating system services of organizations including banks. This operating system is also as system production of services. This bank operating system must be evaluated periodically, so that the bank can always provide service excellent to provide customer satisfaction excellence. In the end quality of service being the foremost.
There is still no consensus on a definition for quality. For this paper, that of Parasuraman [2] is adopted: "Service quality as perceived by the customer is the degree and direction of discrepancy between customer service perceptions and expectations" [2] . It is this gap between perceptions and expectations that underpins the formulation of SERVQUAL, the service quality measuring instrument of Parasuraman [5] and its subsequent refinements (1990, 1993, 1994 ). The instrument is based on the idea of the disconfirmation model, in other words on the comparison of customers' expectations with their experiences from the service, corresponding defined by [2] . Usually, the five dimensions of the instrument are described through the use of 22 attributes an "respondents are asked to state (on a five-point scale from "Strongly disagree" to "Strongly agree") what they expected from the service and how they perceived the service." Since its formulation, SERVQUAL has been used in a variety of service industries and countries. Although in development had criticism of Cronin and Taylor [6] , Avkiran [7] , in which they criticize about expectation measurement, the effectiveness of the instrument in measurement and the complex content of using negative sentences and time-consuming.
In the development dimension of the service quality that was developed by Parasuraman [2] into five dimensions: tangible, reliability, responsiveness, assurance and empathy. Tangibility, including physical facilities, equipment, personnel and means of communication. Reliability, ie the ability of the company to deliver the promised services in a timely and satisfactory. Responsiveness, namely the ability of the staff to help customers and provide services to respond. Assurance, covering ability, courtesy and trustworthiness that of the staff, free from danger, risk or doubt. And last Empathy, include the ease of having good communication and understanding the needs of customers.
Customer expectations of service quality shows how important a quality of service. Thus the perception of service quality and service quality expectations means also the perception of the performance and the level of importance of service quality. So as to analyze further on SERVQUAL can be forwarded to the Important-Performance Analysis (IPA).
Importance Performance Analysis (IPA) is an analytical approach proposed by Martilla and James [8] , based on the expected performance by measuring the perception of the quality and level of importance [9, 10, 11] ; and it is generally used to provide guidance in making strategic marketing decisions. Some researchers use it as the transport [12] , banks [13] , college [14] , hospitality [15] and tourism [16] . This method has proved to be relatively easy to administer and interpret, resulting in widespread use among researchers and managers in various fields, and a way to promote the development of effective operation of the program, as it facilitates the interpretation of data and improve the usefulness in making strategic decisions [10, 11, 17, 18, 19] . IPA consists of a pair of coordinate axes where 'importance' (y-axis) and performance (x-axis) of the elements involved in the service compared (see Fig. 1 ). Each quadrant-level combination of importance and performance provided by the customer / user specified in the service element and the average value of each level of importance and performance attributes is the starting point of this IPA matrix [8, 20, 21, 11, 22, 14, 23, 19] . Each quadrant shows the different strategies. The four quadrants in the analysis of performance Important-marked as [8] :  A. Main Priority -an important level is highperformance level is low: It is the main priority;  B. Surviving -with high-level importance of good work, showing high performance that must be maintained  C. Low priority -low interest, low performance: minor weakness and do not require additional effort;  D. Possible excessive -high performance low-interest:
indicates that the business resources committed to this attribute will be redundant and should be placed elsewhere.
Research related to the services quality of banking and application of Important Performance Analysis (IPA) in the review by researchers are as follows: Of 17 relevant studies that were examined, the study conducted by researchers is different in its data processing and analysis methods. Researchers combined the results of t-test analysis with the results of the analysis of the IPA..
III. METHODOLOGY
This study was a quantitative study using SERVQUAL concept of Parasuraman by using a modified questionnaire, comprising 24 indicators, adapted to the circumstances Bank studied. The questionnaire was made of two kinds, namely on the level of interest of the expected quality of service and quality of existing services. Assessment of the expected level of service quality using the gradation as Strongly disagree (1) to Strongly agree (5). And assessment of service quality using the gradation Poor (1) to Very well (5). Respondents are ABC Bank customer randomly assigned as many as 370 respondents. To test the feasibility of using the results of the questionnaire, validity and reliability of the Pearson correlation coefficient and Cronbach coefficient conducted. To see how big the difference between the expected value and quality of service, then the t-test performed. To see further service quality strategies used cartesian diagram of Important Performance Analysis.
IV. RESULT AND DISCUSSION
From the data collected as many as 370 respondents, data tabulated, by using SPSS Ver. 11.5, then calculated the value of validity for each indicator of the service quality, and reliability value for each dimension of service quality. The results of validity and reliability presented in Table 2 . For each indicator of service quality dimensions, showed the value of the Pearson correlation significant at the 0.01 level. And the value of reliability for each dimension of service quality, showed the value greater than 0.6. Thus, the data obtained are valid and reliable. ,819(**) Y24 ,877(**) Alpha = ,8365 Alpha = ,9019 ** Correlation is significant at the 0.01 level (2-tailed).
Further t-test, with the results shown in Table-3 . From the results of t -test produced 12 indicators have not met the expectations of service quality where the expected value were greater than the quality of existing services and the difference was significant, 3 indicators already meet the expectation of quality of service in which the value of quality of service were greater than the value of the service quality expectations and significant difference, and 9 indicators were in accordance with the expectations of service quality in which the difference between the expected value and service quality difference is not significant. T-test results for the dimensions of service quality between expectation and reality quality in table-4. From the test, tangible and reliability dimension have been accordance with expectations of service quality, where the difference of the average value between the existing services quality with the expectation of service quality, showed no significant difference. While the the average value of responsiveness, assurance and empathy dimensions, the quality of existing services will still not meet the expectations of quality of their services. It is shown that the average value of the expectation of service quality were greater than the value of the quality of existing services and the difference were significant. The results of the analysis of the IPA and the t-test are combined into one table, ie Table-5 Table 5 , indicators which have not meet expectations labeled as NF (not fulfilled), which according to expectations labeled as AC (accordance), and which already meet the expectations of quality are labeled AM (already meet) for both IPA and interpretation of the results of t-test. Of the two methods are used, there are 17 indicators showed similar results (see Table 5 
